Purdue University

Purdue e-Pubs
CFS Honors Program Undergraduate Theses

College of Health and Human Sciences

5-2009

The projected and perceived image of the United
Republic of Tanzania
Tammy Reiko Koerte
Purdue University - Main Campus, tkoerte@purdue.edu

Follow this and additional works at: http://docs.lib.purdue.edu/cfstheses
Recommended Citation
Koerte, Tammy Reiko, "The projected and perceived image of the United Republic of Tanzania" (2009). CFS Honors Program
Undergraduate Theses. Paper 8.

This document has been made available through Purdue e-Pubs, a service of the Purdue University Libraries. Please contact epubs@purdue.edu for
additional information.

ii

ACKNOWLEDGEMENTS

I wish to express my sincere gratitude to my advisor, Dr. Xinran Lehto, and
graduate advisor, Yi Chen, for their support and guidance in completing my research.
Without their advice and assistance, this research could not be possible.
I would also like to thank my family for never letting me give up and always
reminding me of my true potential.

iii

TABLE OF CONTENTS

Page
LIST OF TABLES ...............................................................................................................v
LIST OF FIGURES ........................................................................................................... vi
ABSTRACT...................................................................................................................... vii
CHAPTER 1. INTRODUCTION ........................................................................................1
1.1 Introduction ........................................................................................................1
1.2 Statement of Purpose .........................................................................................2
1.3 Study Objectives ................................................................................................2
1.4 Rationale and Scholarly Contributions ..............................................................2
CHAPTER 2. LITERATURE REVIEW .............................................................................3
2.1 Image and Brand Relationship ...........................................................................3
2.2 Image Formation Process ...................................................................................3
2.3 Image Dimension ...............................................................................................4
2.4 Image Formation Agents....................................................................................5
2.5 Factors Influencing Destination Image ..............................................................5
2.5.1 Personal Factors ..................................................................................6
2.5.2 Information Sources ............................................................................6
CHAPTER 3. METHODOLOGY .......................................................................................8
3.1 Data Collection ..................................................................................................8
3.1.1 Projected Image ..................................................................................8
3.1.2 Perceived Image ..................................................................................8
3.2 Data Analysis .....................................................................................................9
CHAPTER 4. RESULTS AND DISCUSSION .................................................................10
4.1 Projected Image ...............................................................................................10
4.1.1 Culture and Activities .......................................................................12
4.1.2 Attractions, Natural Environment, and Wildlife ...............................14
4.1.3 Travel Information, Business, and Marketing ..................................14
4.1.4 Additional Discussion .......................................................................15
4.2 Perceived Image ...............................................................................................16
4.2.1 Natural Environment, Attractions, and Activities.............................18
4.2.2 Culture...............................................................................................20

iv
4.2.3 Transportation ...................................................................................21
4.2.4 Volunteer Travel ...............................................................................22
4.2.5 Results by Years ...............................................................................25
4.3 Level of Congruency between Projected and Perceived Image.......................33
4.3.1 Attractions .........................................................................................33
4.3.2 Poverty, Luxury, and Business .........................................................33
4.3.3 Volunteer Tourism ............................................................................34
CHAPTER 5. CONCLUSION...........................................................................................35
5.1 Limitations .......................................................................................................35
5.2 Recommendations and Future Research ..........................................................35
5.2.1 Resident Attitude on Tourism ...........................................................36
5.2.2 Volunteer Information on Tourism ...................................................37
5.2.3 Effects of Tourism ............................................................................38
5.2.4 Monitor Travel Blogs ........................................................................38
LIST OF REFERENCES ...................................................................................................40

v

LIST OF TABLES

Table

Page

Table 4.1. Dimensions and Frequency of Projected Image ............................................. 11
Table 4.2. Dimensions and Frequency of Perceived Image............................................. 17
Table 4.3. Volunteer Travel Blogs Data .......................................................................... 23
Table 4.4. Dimensions and Frequency of Volunteer Travel Image ................................. 23
Table 4.5. Dimensions and Frequency of Perceived Image in 2004 ............................... 26
Table 4.6. Dimensions and Frequency of Perceived Image in 2005 ............................... 27
Table 4.7. Dimensions and Frequency of Perceived Image in 2006 ............................... 28
Table 4.8. Dimensions and Frequency of Perceived Image in 2007 ............................... 29
Table 4.9. Dimensions and Frequency of Perceived Image in 2008 ............................... 30

vi

LIST OF FIGURES

Figure

Page

Figure 4.1. Graphical Representation of Projected Image ............................................... 12
Figure 4.2. Graphical Representation of Perceived Image .............................................. 18
Figure 4.3. Graphical Representation of Volunteer Travel Image................................... 24

vii

ABSTRACT

While Tanzania has enjoyed increasing popularity as a tourism destination, there
is a lack of research on Tanzania's tourism image. Tanzania 's tourism growth, however,
depends upon the congruency of its projected and perceived images. This research
examines the government's projected image of Tanzania and measures its congruency
with the image perceived by past visitors to Tanzania. The study utilized the Tanzania
Tourist Board and Tanzania Travel and Tourism Online websites as well as 364 blogs on
travel to Tanzania between 2003 and 2008 from TravelPod.
This research presents valuable information on the congruency of Tanzania's
images and identifies the growing volunteer travel market and the changing perceived
image of Tanzania. Results indicate that there is a relative level of congruency between
the projected and perceived images of Tanzania however many visitors are beginning to
note the negative effects of tourism on the local communities. Furthermore, while the
government is attempting to project Tanzania as a business and leisure destination,
Tanzania is currently only being perceived in online travel blogs as a leisure destination.
This research emphasizes the recommendation that destination marketing
organizations continually study the perceived image of their destination and consider the
impacts of tourism especially on its environment, economy and culture. Because of the
difficulty of controlling the image perceived by online word-of-mouth, it is imperative
that negative images and impacts be promptly addressed to ensure congruency between a
destination’s projected image and perceived image. A projected destination image that is
true to itself and true to its targeted consumers is one of the key factors for destination
marketing success.
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CHAPTER 1. INTRODUCTION

1.1. Introduction
With its United Nations’ distinction of being a least developed country and having
a 2002 estimated poverty level of 36% (The World Factbook, 2007), developing tourism
in Tanzania will be a major asset in reducing poverty levels and increasing foreign
exchange earnings and GDP. Nkwame (2008) noted that “recent studies indicate that the
tourism industry was recording a multiplier effect of up to 1.8 for every tourist dollar
spent in the country.” Furthermore, according to a poverty profile analysis “households
that are involved in tourism have lower poverty rates than food crop producers, fish
producers, and mining sector households” (World Bank, 2005, pg 48).
Tanzania currently hosts about 700,000 visitors and generates an estimated 786
million US dollars in direct foreign exchange earnings from tourism activities (Nkwame,
2008). However, by 2010, Tanzania plans to generate over one billion US dollars and
attract one million visitors (Philemon, 2007). In a 2007 interview, Jumanne Maghembe,
the Minister of Natural Resources and Tourism, mentioned that Tanzania is currently
concentrating on marketing in the United Kingdom and United States, which he considers
Tanzania’s core markets as well as expand into a number of Asian countries (Tanzania’s
Tourism Push). At present, Tanzania’s branding strategy and marketing campaign is
focusing on “cultural heritage, history, and striking natural attractions” (Philemon, 2007).
In order to attain their tourism goals, it is imperative that Tanzania create and
market a strong and coherent destination brand. A destination brand is built upon its
image, which is composed of the perceived and projected image. In his research on
cooperative branding, Cai (2002) found that incongruities between the perceived and
projected image at both the affective and attitude levels pointed directly to the
weaknesses of target marketing and positioning strategies of Destination Marketing
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Organizations. This research finding indicates that understanding the target market
increases the level of congruency among the perceived and projected image.

1.2. Statement of Purpose
Given the importance of image congruency and the lack of research on Tanzania
as a destination, the purpose of this research is to study and determine the level of
congruency among Tanzania’s current projected image and the visitor’s perceived image
of Tanzania. The study will further analyze the evolution of image throughout time. The
information that can be gained from this research can be a vital contribution to the
success of Tanzania’s current and future marketing efforts as well as in their aim to create
a destination brand.
1.3. Study Objectives
This study will seek to answer the following questions:
Q1: What images of Tanzania are projected by the country’s national tourism websites?
Q2: What is the image of Tanzania as perceived by visitors?
Q3: What is the level of congruency present among the projected image and perceived
image?

1.4. Rationale and Scholarly Contributions
The results of this study will provide invaluable information regarding the overall
image of Tanzania from the perspective of actual visitors to Tanzania as well as the
image Tanzania projects of itself in its online marketing campaigns. It is an expectation
that this research will provide some insight into a concern that helped to instigate the
Tanzania Tourism Marketing Study. It is that, “Tanzania, despite having the highest
Mountain in Africa (Kilimanjaro), the world’s deepest lake (Tanganyika), the largest lake
(Victoria), the legendary wildebeests migration on the vast plains of Serengeti, the alltime-wonder caldera; the Ngorongoro crater, about 12 National parks and historical sites
of Zanzibar and Bagamoyo, is still a less known destination in the global tourism
industry” (Nkwame, 2008).
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CHAPTER 2. LITERATURE REVIEW

2.1. Image and Brand Relationship
It is commonly accepted that creating and understanding a destination’s image is a
prerequisite to forming the destination’s brand. Destination branding has recently been
defined as “selecting a consistent element mix to identify and distinguish it through
positive image building” (Cai, 2002, pg 722). While there have been many attempts at
defining destination image, there is still no consensus among researchers on the
definition. However, for the purposes of this particular research, destination image will
be defined as “a concept formed by the consumer’s reasoned and emotional interpretation
as the consequence of two closely interrelated components: perceptive/cognitive
evaluations referring to the individual’s own knowledge and beliefs about the object, and
the affective appraisals relating to the individual’s feelings towards the object” (Beerli
and Martin, 2004, pg 658).

2.2. Image Formation Process
The image formation process is defined as a “construction of mental
representation of a destination on the basis of information cues delivered by the image
formation agents and selected by a person” (Tasci and Gartner, 2007, pg 414). Beerli and
Martin (2004) constructed a conceptual model (shown below) of the formation of
destination image. This model recognizes that the overall perceived image is created
with a similar concept proposed by Gartner and that information sources and personal
factors influence a destination’s image.
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(Beerli and Martin, 2004, 660)

2.3. Image Dimension
Gartner (1993) recognized that destination images are created by three
components: cognitive, affective, and conative. In his paper, Gartner explains that the
cognitive component is based on external stimuli and is the “sum of beliefs and attitudes
of an object leading to some internally accepted picture of its attributes” (Gartner, 1993,
pg 193). The cognitive component can be separated into two levels: organic and induced.
According to Gunn (1988), organic images are those that are generated by newspapers,
periodicals, and books. These images are powerful and have a great impact on a
destination’s image. Induced images are images which are formed with a “conscious
effort to develop, promote, and advertise” (Gunn, 1988, pg 24). A destination has a great
deal of control over induced images portrayed of the destination. These images tend to
be print and television advertisements, magazines articles, and travel packages and
promotions created by its destination marketing organizations or tourist related
businesses at the destination (Gunn, 1988).
The affective image component is the “motives one has for destination selection”
(Gartner, 1993, pg 196) and is based on the personal needs and wants. Destinations are
evaluated at the affective level. Russell and Pratt (1980) developed a spatial model of
eight adjectives that describe the affective image component. They are exciting,
arousing, distressing, unpleasant, gloomy, and relaxing. Russell (1980) has argued that
the affective image is meaningful. He states that, “It is meaningful because a cognitive
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process has already occurred that interpreted (gave meaning to) the emotion” (Russell,
1980, pg 1176). The affective image is an important component because “tourism
destinations have distinct affective images” (Baloglu and Brinberg, 1997). The conative
image component is the decision-making component. At this stage, a decision is made on
what destination to choose after being presented with images during the cognitive level
and evaluating the images in the affective level (Gartner, 1993).

2.4. Image Formation Agents
Gartner (1993) also proposed eight image formation agents, which when seen as a
continuum of agents that act independently to create an image, form the image formation
process. The image formation process includes the following image formation agents in
the order presented below.
Image Formation Agent
Overt Induced I
Overt Induced II
Covert Induced I
Covert Induced II
Autonomous
Unsolicited Organic
Solicited Organic
Organic
(Gartner, 1993, pg 210)

Description
Traditional form of advertising (e.g., brochures, TV, radio,
print, billboards, etc.)
Information received from tour operators, wholesalers
Second party endorsement of products via traditional
forms of advertising
Second party endorsement through apparently unbiased
reports (e.g., newspaper, travel section articles)
News and popular culture: documentaries, reports, new
stories, movies, television programs
Unsolicited information received from friends and
relatives
Solicited information received from friends and relatives
Actual visitation

2.5. Factors Influencing Destination Image
As evident in Beerli and Martin’s (2004) model of the formation of destination
image (figure on page 3), the factors influencing destination image are composed of
personal factors and information sources.
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2.5.1. Personal Factors
Personal factors include socio-demographic characteristics, motivations, and
vacation experience (Beerli and Martin, 2004). Baloglu and McClearly (1999) observed
from previous research that age and education are the most important socio-demographic
characteristics that affect how one perceives image. In a case study of Lanzarote, Spain,
Beerli and Martin (2003) studied how tourists’ characteristics affected the perceived
image of tourist destinations. They found that motivations, travel experience, and sociodemographic characteristics all affect the cognitive and affective assessment of
destinations differently. Travel motivations influence the cognitive image component
positively for first time travelers when there is congruency between the nature of the
destination and the traveler’s motivations.
Travel experience has a significantly positive influence on the perceived image of
a destination for first time traveler to that destination. Beerli and Martin considers that
“the experience accumulated by traveling results in tourists being more tolerant when
assessing the destination because they know other realities that serve as points of
comparison (Beerli and Martin, 2003, pg 635). The sociodemographic characteristics of
travelers influences both the affective and cognitive components especially when
considering the age, gender, level of education, and social class. It should be emphasized
that these findings are based on a study done in Spain and may not necessarily be
accurate for a general assumption.

2.5.2. Information Sources
Beerli and Martin’s (2004) model illustrates that information sources are
composed of both primary and secondary information sources. Primary information
sources are a person’s experience at a travel destination and the intensity of the visit
(Beerli and Martin, 2004). There are some studies, Pearce (1982), in particular that
indicate that a person’s perception of a destination changes after their visit. Secondary
information sources are the images created by induced, organic, and autonomous image
agents without visiting the destination personally. (Beerli and Martin, 2004).
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Beerli and Martin (2004) noticed in Mansfeld’s (1992) research that the purpose
of secondary information sources is to “fulfill three basic functions in destination choice:
to minimize the risk that the decision entails, to create an image of the destinations, and
to serve as a mechanism for later justification of the choice” (Beerli and Martin, 2004, pg
662). Results of Beerli and Martin’s (2004) study indicates that for first time travelers to
a particular destination, the induced sources such as brochures created by the destination
and tour operators of the destination as well as advertising and the Internet had no
significant influence on the cognitive image. The only induced source that had any
significant influence was travel agents. Organic and autonomous sources, as well as
word of mouth, also had significant influence on the destination’s image.
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CHAPTER 3. METHODOLOGY

This research will be composed of an analysis of the projected image of Tanzania
and the image perceived by visitors to Tanzania. This methodology section consists of
data collection and analysis.

3.1. Data Collection
Content was collected from online sources to study both the projected and
perceived image of Tanzania. Projected image content was collected between June and
July 2008. The perceived image content was collected from blogs in September 2008.

3.1.1. Projected Image
To determine the image projected by the Tanzanian government, a content
analysis was conducted on Tanzania’s national tourism websites: Tanzania Tourist
Board (http://www.tanzaniatouristboard.com) and Tanzania’s Travel and Tourism Online
(http://www.tanzaniatourismonline.com). The Tanzania Tourist Board represents the
government’s projected image while Tanzania’s Travel and Tourism Online is a joint
collaboration between the government and business sector.
The focus of this analysis is to determine the frequency of the cognitive and
affective attributes used by the Tanzania government and its private business sector to
market and promote Tanzania as a destination. This analysis examined the overt induced
image formation agents.

3.1.2. Perceived Image
A content analysis was conducted on travel blogs found on TravelPod
(http://www.travelpod.com) to determine the perceived image of actual visitors to
Tanzania. This analysis focused on the frequency of cognitive and affective attributes
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used by those who have visited Tanzania. This analysis examined the solicited,
unsolicited organic image and organic formation agents.
Only blogs with contents that pertained to a person’s actual visit to Tanzania was
analyzed. Furthermore, the blogs needed to be written in English and entailed travel
experiences to Tanzania between 2003 and 2008. The sample included 364 blogs with 6
from 2003, 13 from 2004, 40 from 2005, 97 from 2006, 107 from 2007, and 101 from
2008. Data collection occurred in September 2008; therefore blogs between October and
December 2008 were not included in the study.
During the collection of blogs for perceived image, people who traveled to
Tanzania primarily to volunteer were identified and analyzed independently to gain
insight into a distinctive travel market. The sample included a total of 53 blogs
pertaining to volunteer travel. There were no volunteer travel blogs in 2003 and 2004. 1
blog was from 2005, 14 from 2006, 18 from 2007, and 20 from 2008. Further
examination included studying if and how the image of Tanzania evolved over the years.

3.2. Data Analysis
Content from both websites and blogs were copied and pasted into a word
document. The text was reviewed by the researcher and attractions and keywords were
coded for consistent results. Further examination also resulted in the deletion of
insignificant words including a, the, and, etc. The word document was inserted into the
CATPAC program resulting in a frequency of 75 keywords. The keywords were
organized into dimensions based on past research and dimensions specific to Tanzania.
This research utilized the CATPAC program as well as Ward’s cluster analysis to
uncover the frequent cognitive and affective attributes among the projected and perceived
images. CATPAC is a “self-organizing neural network” (Schmidt, 1999). The program
scans a set of text and determines the frequency of words in the text. While many
researchers use CATPAC, it does require the researcher to initially read through the text
and determine which words are keywords and which can be eliminated (Schmidt, 1999).
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CHAPTER 4. RESULTS AND DISCUSSION

This chapter presents this study’s results and a discussion of the projected and
perceived image of Tanzania. This chapter answers the study’s objectives, which are to
determine Tanzania’s image as projected by the country’s national tourism websites, to
determine the perceived image held by past visitors, and finally to determine the level of
congruency present among the projected and perceived image.

4.1. Projected Image
The first objective of this study was to determine the image of Tanzania as
projected by the country’s national tourism websites. The government tourism websites,
Tanzania Travel and Tourism Online and the Tanzania Tourist Board, serves a dual
purpose. It markets the country as a top destination as well as provides realistic insight
into the country’s economy and society and includes travel information. Overall, the
projected image focuses on the abundant natural resources and culture. However, at the
same time, it is evident that the government and private business sector are attempting to
diversify their image by including luxury accommodations and conference tourism.
Results of the CATPAC analysis uncovered 11 dimensions of image. These
dimensions include natural environment (26.1%), culture (16.9%), descriptive terms
(14.2%), activities (11.3%), attractions (11.2%), wildlife (5.4%), travel information
(5.3%), marketing (4.4%), business (3.4%), transportation (0.8%), and accommodations
(0.7%). Table 4.1 displays the 11 different dimensions of image and its related keywords
yielded by the CATPAC analysis program. Figure 4.1 presents a graphical representation
of the projected image dimensions based on their frequency levels.
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Table 4.1 Dimensions and Frequency of Projected Image
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Figure 4.1 Graphical Representation of Projected Image

4.1.1 Culture and Activities
The government markets its culture and history strongly. Words such as
traditional, old, and century are used to describe the authenticity of its culture and way of
life. The government writes,
“From the WaChagga of the slopes of Mount Kilimanjaro to the now worldfamous Maasai, a cultural excursion or a long stay among local people is likely to
become one of the most rewarding experiences of any holiday in Tanzania. In
addition, many local areas run their own cultural programmes for visitors,
bringing income directly to the community and giving the people the chance to
show their lifestyle to the outside world on their own terms.”
The culture is an integral aspect of Tanzania’s marketing websites. Frequent
words included culture, local, Swahili, people, Maasai, village, festival, town, and home.
Cultural programs and cultural tours were frequent activities marketed by the
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government. The government says cultural tours are an activity that all travelers should
participate in in order to get an insight into the rich life of the Maasai. The government
acknowledges the benefit of cultural tours to both the travelers and to the local Maasai
villages. They write, “Culture tourism programmes are beneficial to everyone – the
tourists get a unique, unforgettable experience, the local people generate income and
improve their standard of living, and both parties gain a valuable understanding of
another culture which will last long after the visitor have returned home.”
Tanzania, it seems, encompasses both large and small-scale tourism. The Maasai
cultural programs, as described by the Tanzanian government, are a form of small-scale
tourism. Brown (1998) mentioned in his research the importance of choosing the right
form of tourism for the individual situation. Brown (1998) writes,
“Most importantly, each tourism format may be more compatible with certain
economic and political priorities than with others. Large-size nationally owned
tourism enterprises may have greater utility for creating large amounts of foreign
exchange and employment opportunities. But smaller scale tourism, especially
when decentralized through co-operatives, has a greater potential for improving
rural living standards, reducing rural-urban migration, rejuvenating rural
communities, and countering structural inequalities of income distribution” (243).
The government websites also states, “See how the Maasai, among the last of the
world’s pastoral peoples, are adapting to the 21st century in their own way and in their
own time.” In this statement, the Tanzanian government acknowledges that
modernization is an inevitable part of their culture.
Frequently mentioned activities include safari, game, view, fishing, and climb.
These activities are primarily outdoor activities. The word, experience, was also
frequently used in the government tourism websites emphasizing the numerous different
experiences on might encounter while traveling in Tanzania.
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4.1.2. Attractions, Natural Environment, and Wildlife
Some popular attractions projected by the government were Zanzibar, Dar es
Salaam, Mount Kilimanjaro, Indian Ocean, Serengeti National Park, Arusha, Pemba, and
Mount Meru. The natural resources and environment were an integral aspect of the
government’s image based on the large number of words used on the government
websites. Words included park, island, water, forest, lake, coast, beach, wildlife, reserve,
plains, coral, crater, reef, mountain, shore, land, tree, marine, slopes, and rain. Other
words related to wildlife included species, bird, and fish.

4.1.3. Travel Information, Business, and Marketing
A frequent word used on the government websites was visa. The government
website provided resourceful information on visa requirements as well as packing
suggestions. The government also acknowledged that visitors should be careful about
whom to purchase trips with. Some further advice provided by the government was how
to determine if visitors are paying too much or if visitors are actually purchasing
authentic items. Another was to remind travelers not to purchase particular wildlife items
and those that negatively affect the natural environment. The Tanzanian government also
warned travelers to be aware of unreliable companies and to choose companies based on
recommendations of other travelers and to check the tourism directories.
The government websites also mention malaria and precautionary measures to
take while traveling in Tanzania. The government suggests that visitors drink bottled
water and made a point to say,
“Steer clear of ice, raw vegetables, and salads when eating at street restaurants.
High-end lodges and restaurants will clean their produce in antiseptic solution, but
should you feel wary about anything on your plate, leave it. Try to avoid eating in
empty restaurants – the food may have been sitting out for some time – and order
your meat well done. On the coast, seafood and fish are usually fresh, but again,
make sure everything is well-cooked. While on holiday, it’s always better to err
on the side of caution.”
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The government utilized the words, town and city, within their tourism websites.
Town was used primarily in conjunction with the culture, people, and way of life. At the
same time that the authentic culture is important to visitors, Tanzania is evidently
attempting to market Tanzania as a business destination for conferences with the use of
the word city in their websites.
Further evidence of this assumption are the following statements from their
websites, “Its proximity to Dar es Salaam and the amount of wildlife that live within its
borders makes Mikumi National Park a popular option for a weekend visitor from the
city, or for business visitors who don’t have long to spend on an extended safari
itinerary” and “The national park, game reserve, and marine park of the eastern circuit are
perfect weekend retreats for guests on business-related trips to Dar es Salaam.”
Another marketing strategy utilized by Tanzania as evident by the frequency of
the words, world, national, and international, is to position Tanzania and its attractions as
a top destination choice among other international destinations. Some examples include,
“Mount Kilimanjaro “Natural Wonder of the World””, “Ngorongoro Crater, the
undocumented “Third Wonder of the World””, “Zanzibar is home to the world famous
Mnemba Atoll” and “NGOs and special interest groups from Tanzania, East Africa, and
around the world have chosen to host conferences in Tanzania.”

4.1.4. Additional Discussion
The Tanzanian government acknowledges their problems including being one of
the poorest countries in the world, their struggle with poverty, and the lack of updated
economic infrastructure. Other issues raised on their websites were refugees, disputes
with Malawi, illicit drugs, and money laundering. While the government exposed these
problems, they also included how they plan to alleviate some of their problems. The
government is realistic about their short falls. They state,
“The roads between major cities and towns in Tanzania are spacious and well
paved. Work is underway to tarmac the route from Arusha all the way to the
Ngorongoro Crater. Getting to more remote locations, including Serengeti
National Park, involves driving over dirt roads that tend to deteriorate during the
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rainy season. Roads and junctions are not always well marked, so if you’re
driving without a guide be sure to stop and ask directions at stopping points along
the way.”
The government websites serves as a one-stop source for information about
Tanzania in general as well as for tourist attractions. The website goes into detail about
the numerous activities such as deep-sea fishing, safaris, and game and bird hunting. The
government also explains the different lodging and transportation options and guides
travelers in deciding the best choice depending on preferences.
Overall, the Tanzanian government clearly projects the culture and history,
natural attractions, outdoor activities, options for both luxury and budget travelers, and
are incorporating business travel in its marketing efforts. They write,
“Tanzania is a land of contrasts and majesty, Africa at its most wild and
unexplored. There is the snow-capped summit of Mount Kilimanjaro and the sunkissed beach of Zanzibar, the vast herds of game grazing on the Serengeti plains
and the slow volcanic eruption of Ol Donyo Lengai. With so much natural
wealth, it’s no wonder that Tanzania has something for everyone.”

4.2. Perceived Image
Overall, the image of Tanzania as perceived by travelers who have blogged online
about their travels is that Tanzania is a destination rich with culture and activities.
Results of the CATPAC analysis uncovered eight dimensions of image. These
dimensions include attractions (8.1%), activities (20.5%), culture (22.7%), wildlife
(3.6%), transportation (9.9%), natural environment (9.2%), descriptive terms (23%), and
accommodations (3.2%). Table 4.2 displays the eight different dimensions of image and
its related keywords yielded by the CATPAC analysis program. Figure 4.2 presents a
graphical representation of the perceived image of Tanzania based upon frequency.

17
Table 4.2 Dimensions and Frequency of Perceived Image
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Figure 4.2 Graphical Representation of Perceived Image

Travelers who have visited Tanzania frequently described their activities and
interactions with the host communities. Another common topic included transportation,
the natural environment, and attractions. Frequent descriptive terms included beautiful,
great, good, amazing, pretty, nice, fun and happy. Despite the high frequency of positive
descriptive terms, there were some negative comments primarily pertaining to the effects
they perceived tourism and money have on the culture and their travel experience.

4.2.1. Natural Environment, Attractions and Activities
The natural environment is a prevalent perceived feature of Tanzania as evident
by the words water, beach tree, park, mountain, island, and crater being frequently used
in blogs.
The frequent attractions mentioned in blogs were Zanzibar, Dar es Salaam,
Arusha, Serengeti National Park, Mount Kilimanjaro and Ngorongoro Crater. This
indicates that most visitors focused their travels in the Northern and Eastern Circuits.
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Many travelers described Zanzibar as being a relaxing location near the ocean but filled
with numerous activities and markets in Stone Town. Dar es Salaam was seen as a
bustling urban city with a multitude of businesses. Some tourists commented that Dar es
Salaam was a destination in which travelers flew into or caught a ferry out to Zanzibar.
Many travelers chose to do safaris in Serengeti National Park and Ngorongoro
Crater. Most visitors enjoyed being in such close proximity to the animals and
appreciated the scenery and wildlife. There were a few travelers who did not share the
same experiences and were disappointed. One visitor complained that he did not see as
many animals as he had expected. Another was disappointed at the number of safari
vehicles that were out at the same time and wrote how guides would radio each other if
they spotted an animal and all vehicles would congregate in that area. The visitor
mentioned that there are park rangers patrolling to monitor the safari vehicles, however
he did not see any while out on the safari.
Another popular activity was climbing Mount Kilimanjaro in attempts to reach
the summit. Mount Kilimanjaro is the tallest mountain in Africa and is a well-recognized
and highlighted feature of Tanzania. Virtually all visitors mentioned Mount Kilimanjaro
in their blog entries in some capacity. Some visitors wrote about their climb and placed
an emphasis on their accomplishment at reaching the summit or recounted how
physically and mentally exhausting their climb was. One traveler wrote,
“I don’t think that I fully appreciated the spirituality of climbing a mountain until
this experience. On summit day especially, but really on every day, there was
nothing to think about besides reaching the top. In life there are close enoughs,
nice trys, and partial marks, but here there was singularity of purpose. I thought
about my goal for the 5 day leading up to the summit, and for every step and with
every breath. But your mental toughness is really tried at 4:00 am. It was tough
to keep the goal front of mind when the immense pain in your legs is only
superseded by the pain in your lungs. Each of the three of us struggled at times;
my dad was in tears more than once. Without the we’re almost there’s and you
can do it’s, there’s no way all three of us would have made it.”
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4.2.2. Culture
The culture and people were a huge draw for visitors to Tanzania. Many enjoyed
their encounters with the locals and proclaimed them to be very friendly. In order to
experience the Maasai culture, some visitors chose to tour the local villages. Tourists are
welcomed into people’s homes and learn about how the Maasai live their lives. One
traveler recounted how a family is modernizing their home by using cow waste to heat
their stove. The cow waste was collected in a pressured tank underground and a pipe is
used to move the methane formed in the underground tank to the indoor stove.
Modernization for this family was being able to cook their food on a stove inside their
house rather than outside over the fire. This level of modernization is different than what
most travelers to Tanzania are used to at home.
Many people enjoyed their experiences on village tours as they were able to
experience the authentic culture, but one made a point to say, “It was very interesting to
see the house, but again I feel uncomfortable with the “live exhibit” and was grateful to
step back outside.” Another visitor who went on a cultural tour said of her experience, “I
was worried this might be a somewhat voyeuristic experience, which it mostly was, but
I’m pleased to say in a positive way.”
One visitor commented that, “You go to a “traditional Maasai village” where
people are in their traditional dress and try to act native for the price of $50 or
something.” This visitor, as many others did, commented about the perceived
commercialization of the culture. One wrote, “Moshi is officially the most sponsored
place in the world. Almost every road sign, landmark sign, public amenity has some
form of sponsor hoarding over it. The local catholic church, for example, is proudly
sponsored by Coca-Cola.”
Another said, “Our move to Tanzania hasn’t brought an end to the tourist circuit
we now feel a part of. After Sudan and Ethiopia, east Africa feels very Disneyland (with
lions and prostitutes of course). While the surreal theme park may be the best way to
describe a lot of our experiences, not all are fun.” One visitor even went to say,
“If you ask us if we’d come back to Tanzania again, the answer would be: NO!
The natural beauties on offer are breathtaking (natural parks, wild animals,
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beautiful mountains and pristine beaches) are plentiful but the government’s
tourism policies to only cater to the wealthiest tourists has probably induced a
commercial only relationship between tourists and locals. […] The persistence
and number of touts is discouraging and makes you realize that the currencies
brought by tourism only go in the pockets of a minority: government officials and
tour operators.”
One traveler noticed that Tanzania is making an effort to preserve their culture yet
modernization and tourism is evidently a part of their lives. In this, he noticed the large
number of tourists in Stone Town and acknowledged that tourists were another source of
change. A traveler said, “…today the culture that thrives is the diversity and the local
community, which both keeps old traditions and adopts new habits.”
One visitor recounted a conversation he had with local artist, Robino Ntila, in
which Ntila expressed his concern that the art center in Tanzania is no longer “dynamic
and the thriving world of color and creativity. Today it’s more like a bottle emptied of its
sweet wine.” Instead of selling canvases, there are “curios and touristy knick knacks”.
Ntila also went on to say that there have been discussions about renovating the complex
into a casino. The traveler described Ntila as sullen and evidently upset about possible
changes however he will be attending a meeting of those interested in rejuvenating art.

4.2.3. Transportation
Tanzania’s infrastructure and modes of transportation was a common topic among
travelers to Tanzania. Many travelers used the bus or walked as a means of
transportation. Frequent comments about the buses were that they were always full and
weren’t reliable for arriving or leaving a destination on time. One traveler descriptively
wrote,
“The bus that should seat 20 and had 50 students and 6 adults hanging out of the
window. To get to the bus station my guide flagged down a dalla-dalla, which is
a collective taxi mini-van that seats about 12 people. The dalla-dalla was already
jammed packed when it stopped, but somehow my guide and I managed to
squeeze aboard… I counted 26 people in the van! I gained a nod of approval
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from a local when I managed to wedge one cheek onto a seat. Some unfortunate
soul had their head in my arm pit and someone else had my bag in their lap. I was
the only foreigner on the dalla-dalla and I definitely felt (and probably smelled)
like a local after the ride.”
The roads were another common topic. Travelers mentioned that some roads
were paved, however most experienced very bumpy rides on unpaved roads. Travelers
wrote that they had “crater-sized potholes” and they were surprised that the vehicles
made it though. One traveler explained his experience and related it to his life by saying,
“But the first hour and half were on what locals consider a busy and nice road. It
is what I would consider a dirt trail. Some of it is made of gravel, some of clay it
is the roughest road I have ever been on. With the rainy season just ending it has
all been washed away and there are rivers running through the middle of the road.
There are constantly pot holes, and by that I mean there is no smooth area, much
worse than Missouri roads! And riding through it is really hard on the body.”

4.2.4. Volunteer Travel
Based on the traveler blogs that were confidently identified as volunteer travel,
volunteer travelers to Tanzania have increased steadily since 2005. In 2005, only one
blog could be identified as a volunteer traveler. Since then it has increased to 19.8% of
travelers in 2008. Table 4.3 presents the data of volunteer travelers. Table 4.4 displays
the eight different dimensions of image and its related keywords yielded by the CATPAC
analysis program. Figure 4.3 presents a graphical representation of the projected image
dimensions based on their frequency levels. The eight dimensions of image for volunteer
travel are activities (25.8%), attractions (3.1%), culture (32.1%), natural environment
(4.7%), wildlife (0.8%), accommodations (1.5%), descriptive terms (23.8%), and
transportation (7.9%).

23
Table 4.3 Volunteer Travel Blogs Data
Year
2005
2006
2007
2008

Number of
Travelers
1
14
18
20

Percentage
within Year
2.5%
14.4%
16.8%
19.8%

Table 4.4 Dimensions and Frequency of Volunteer Travel Image
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Figure 4.3 Graphical Representation of Volunteer Travel Image

Volunteer travelers focused a great deal on the culture and their experiences with
the local people in their blogs. Most volunteer travelers went on shorter trips to
participate in different activities but not at the same frequency as the typical traveler to
Tanzania. Many stayed long periods of time and some commented on how they felt that,
because they were tourists, the local people assumed they had a lot of money. Rather,
most were on budgets since they were in Tanzania for long periods of time.
One volunteer wrote, “It sometimes seems as though many villagers hold the
misconception that we have come to hand out money, t-shirts, posters, footballs, etc, most
of them want those things (which we don’t have), but not the education and advice that
we’ve come to provide.” This comment reflects one of the issues of volunteer programs
raised by Ellis (2007) noting that there should be orientation and training for both
volunteers and locals so each know what to expect.
Volunteer travelers used a lot of descriptive terms and words that described the
culture and people. The word HIV came up with some frequency and indicates that these
travelers were more aware of the issues local people face and were interested in helping
to solve them. Many volunteer travelers acknowledged the differences between
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Tanzanian culture and their own. Some differences included teaching methods and how
common it is for many Tanzanian children to be in orphanages because both parents
passed due to AIDS.
The attractions and natural resources were not as frequently mentioned by
volunteer travelers when compared to other visitors to Tanzania. Only Dar es Salaam,
Arusha, and Zanzibar were included in the top frequency. Furthermore, only water,
beach and tree were in high frequency. Wildlife was the least emphasized dimension of
image with only the word animal emerging with 0.8% frequency.
While there were some negative comments, most volunteer travelers enjoyed their
overall experience. It has been noted, in previous research, that voluntourism enhances a
traveler’s experience and serves as an added value. It is also a means to attract visitors to
the destination (Brown and Lehto, 2005).

4.2.5. Results by Years
Overall, the perceived image of Tanzania has been largely stable between 2004
and 2008. Tables below present the dimensions and frequency of perceived image
between 2004 and 2008.
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Table 4.5 Dimensions and Frequency of Perceived Image in 2004
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Table 4.6 Dimensions and Frequency of Perceived Image in 2005
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Table 4.7 Dimensions and Frequency of Perceived Image in 2006
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Table 4.8 Dimensions and Frequency of Perceived Image in 2007
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Table 4.9 Dimensions and Frequency of Perceived Image in 2008
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Travelers are consistently using positive descriptive words. Some include
beautiful, amazing, fun, great, and nice. The word, group, was frequently used
throughout all years. Activities in Tanzania were primarily group activities. These
activities include safaris, hiking Mount Kilimanjaro, and participating in tours of spice
plantations and Maasai villages. Safaris were a popular tourist activity throughout all
years of study. Climbing Mount Kilimanjaro was another popular activity with climb,
altitude, or hike being frequently used at some point throughout the years.
While most of the activities were typically outdoors and involved culture, there
were some changes. Spice tours were popular in 2004 and 2005 with its frequency
declining in more recent years. It is possible that spice tours declined as words related to
volunteering increased especially in 2007 and 2008.
The most frequent attractions present among travel between 2004 and 2008 were
Dar es Salaam, Serengeti National Park, Mount Kilimanjaro, Arusha, and Zanzibar.
Ngorongoro Crater and Stone Town was a frequent attraction blogged about between
2004 and 2006 but declined in frequency in 2007 and 2008. Moshi was frequently used
in 2008 and Nairobi in 2004.
While the perceived image, for the most part, has been stable, there have been
some noticeable changes. Money became evident in results frequently since 2005 and
many were negative comments. Many visitors acknowledged the negative effects of
money in a developing country and this could be an indicator that the visitors to Tanzania
are cultured and sensitive travelers. While it was a frequent topic from 2006, it was
mentioned at some degree in all years studied just not at the same frequency.
Touts and beggars were mentioned quite frequently by travelers in correlation
with money. Touts are solicitors and in Tanzania many try to sell tour packages or
trinkets. Travelers mentioned being surprised, uncomfortable, and annoyed by the
number of people going up to them soliciting sales or simply asking for money. One
visitor called himself a fly because, “one foot out of the hotel and we had an instant
entourage of various people trying to sell us things – taxis, safaris, maasai knives,
newspaper, banana leaf pictures, batiks, wooden carvings, drugs etc etc.” Many travelers
complained about how aggressive and persistent the local salespeople were.
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For some travelers, their experiences with touts were very annoying. One said, “It
would be nice to walk down the street without being shouted at, have a conversation
without being asked for money and gifts, and have a taxi driver offer you a fair price at
the outset.” Another, however, said, “The tout culture is part of the experience of this
town [Arusha], and if you’re in the right mind-set it can be immensely entertaining.”
Travelers also commented on the fluctuation in prices, especially at the food stalls
at Forodhani Gardens in Stone Town. One visitor wrote, “This is a prime location for
tourist hustling, and you have to be careful about prices and changes. You can eat the
same thing at the same place on two different nights and pay wildly different prices.”
Another common topic of discussion was how locals expected money from
visitors if they wanted to photograph them. Most times it wasn’t a complaint; merely
considered a way of life in Tanzania. Many locals in the market don’t like getting their
pictures taken and travelers were aware that they should ask for permission before taking
pictures of the people. One traveler wrote, “It is strongly discouraged without asking
their permission first, and most times when you do, they want a tip. They have obviously
been in contact with many tourists and have caught on they can make money from us.”
Some visitors expressed their concerns about the effect their travel have on the
Tanzanian culture and way of life. One visitor said, “…as each of us visit, we erode their
traditional lifestyle, and visitors receive more of a performance than a cultural exchange.”
One traveler wrote,
“Amil spoke about both the positive and negative impacts of increased tourism on
the community. Much needed cash from guided hikes like ours is appreciated and
is usually invested back into the community, but tourism has also encouraged kids
to beg for money from tourists instead of going to school, even though begging
has not traditionally been part of the culture.”
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4.3. Level of Congruency between Projected and Perceived Image
There is a relative level of congruency among the projected and perceived images
of Tanzania. Both the projected and perceived image focuses a great deal on the culture
and both use positive descriptive terms. However, while there are many similarities,
there were some distinctive incongruities that emerged.

4.3.1. Attractions
Zanzibar, Dar es Salaam, Arusha, and Mount Kilimanjaro were all common
attractions among both the projected and perceived image of Tanzania. There was some
dissonance among other attractions. While travelers were interested in Ngorongoro
Crater and Stone Town, Tanzania, on the other hand, is seeking to market the Indian
Ocean, Pemba, and Mount Meru.

4.3.2. Poverty and Luxury
A major dissonance between the projected and perceived image is the view of
poverty and luxury. While the government acknowledges poverty and markets the
primitive lifestyle, it is also marketing the luxury and business travel market. The
website states, “Luxury hotels in Dar es Salaam and Arusha offer state-of-the-art
facilities in central locations” and “Conference equipment from whiteboards to data
projectors, plus reliable computer and internet access, are widely available.”
There may be many travelers going to Tanzania for luxury accommodations and
state-of-the-art facilities, but none that blogged about their travels. Many travelers
instead complained about the slow and unreliable Internet service. Some travelers wrote,
“I am able to access the internet once a week if I am lucky, and ambitious. The bad news
is that the internet is just way to slow… so slow that in trying to upload one picture after
one hour it was still at 0%!!” Another wrote, “The Internet in Malawi seems to be either
non-existent or very expensive (up to $10 an hour).”
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4.3.3. Volunteer Tourism
A further dissonance is volunteer tourism. There were no mention about
volunteer tourism, however, there were many people who traveled to Tanzania to
volunteer in orphanages and schools. This is potentially a large market for Tanzania as
the number of people traveling to Tanzania to volunteer is growing. Refer to Table 4.3
for details.
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CHAPTER 5. CONCLUSION

5.1. Limitations
Since the perceived image data was collected from travel blogs, demographic
information was, for the most part, unavailable. Travel blogs were sometimes written by
an individual, a couple, or a family. Most bloggers provided their country of origin,
however there were a few that could not be determined. Age, gender, level of education,
and other socio-economic demographics were unavailable.
A further limitation of the study is the use of only one researcher to interpret the
blogs and analyze the results, which may result in some bias. If possible, it is
recommended that multiple people analyze the blogs and formulate a set of results as this
will limit bias.
Furthermore, since the perceived image was based on only the image of Tanzania
post visit, it would be beneficial to the government and marketing agencies to study the
image perceived by travelers before their visit and compare it to the perceived image post
visit. It is suggested that these studies also include inquiries about sources travelers to
Tanzania rely on for travel information. Marketing strategies can then be refined for the
most advantageous results.

5.2. Recommendations and Future Research
Because of the difficulty of controlling the image perceived by online word-ofmouth, it is imperative that negative images and impacts be promptly addressed to ensure
congruency between a destination’s projected image and perceived image. A projected
destination image that is true to itself and true to its targeted consumers is one of the key
factors for destination marketing success. This research emphasizes the recommendation
that destination marketing organizations continually study the perceived image of their
destination and consider the impacts of tourism especially on its environment, economy
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and culture. A number of recommendations and suggestions for future research are
presented below.

5.2.1. Resident Attitude on Tourism
Past research has warned about the loss of authentic culture and the effects it has
on the host community. In Butler’s (1980) Destination Lifecycle Model, a destination
goes through different stages. The initial stages are exploration and involvement and
continue to development and consolidation with the increase of visitors and time. The
destination will, inevitably, reach the stagnation stage. At this point, the future of the
destination can go two different ways. The destination can either be rejuvenated or can
decline. Although considered to be a developing destination, through the comments
made by travelers, Tanzania can be headed towards the consolidation stage. It is at this
stage where, “a number of undesirable social impacts emerge including crime, resident
irritation with tourism and over-crowding” (Ryan & Cooper, 2004).
A recommendation would be to study and determine the opinion of tourism from
the resident’s perspective. Ryan & Cooper (2004) stated that, “Studies showed that those
community members with a stronger than average attachment to their community had
stronger views about tourism development, both positive and negative. They also found
that those community members who had been living in a community for longer periods of
time were more negative towards tourism development.” For a destination that prides
itself on its people, culture, and heritage, it would be important to receive input from the
community members since it is understood that these residents are strongly attached to
their home and community.
Another researcher acknowledged the feelings of local residents in Africa. He
wrote that, “…the local residents refuse to be treated as another object to be
photographed, ceremonies performed upon request, tourists being seen as mere spenders
and the like” (Brown, 1998, 242). As these and other similar feelings continue to be felt,
there will be a negative impression of tourism and how it affects their lives.
Researchers (Brown, 1998 & Telfer, 2003) agree that the local residents should be
consulted about tourism development especially in relation to the promotion and
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marketing of culture and natural environment. Brown stated, “Any meaningful tourism
development in Africa should capitalize on unique features on the country in order to
make use of local resources. These unique features include the cultural and national
characteristics of the country. Tourism should play the role of preserving these
attractions” (Brown, 1998, 244-245).

5.2.2. Volunteer Information on Tourism Websites
Due to the increased awareness of poverty in Tanzania, the popularity of
volunteer travel, and the present increasing numbers of volunteer travelers to Tanzania,
the government can expect continued increase of volunteer travelers. Therefore,
volunteer tourism should become a market that Tanzania seriously considers attracting.
Brown and Lehto (2005) agree in this recommendation and the idea that visitors who are
interested in volunteering can access opportunities directly through the government
tourism websites.
According to Brown and Lehto (2005), volunteer tourism comes in two different
forms. One is in which the traveler’s main purpose of traveling to a particular destination
is to volunteer. The other form is service or mission trips. These trips, according to
Brown and Morrison (2003) are those in which the travel is primarily about the vacation,
but includes volunteer aspects. A number of different people participate in voluntourism
including students doing gap years to retirees. Most volunteers are from North America
and Europe and typically travel to either Africa, South America, or Asia (Ellis 2007).
There are many benefits to volunteer tourism for both the participant and the
destination. Brown and Lehto (2005) see voluntourism as a means to attract visitors to
the destination or to enhance a traveler’s experience and serves as an added value. Ellis
(2007) explains that there are a number of positive attributes to voluntourism some of
which include allowing busy people to both travel and volunteer at the same time and
promoting understanding of and insight into other cultures.
Volunteer tourism needs to be effectively managed for continued success. If
volunteer programs are mismanaged Raymond and Hall (2008) states that, “They may
lead to cross-cultural misunderstanding and the reinforcement of cultural stereotypes”
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(530). Some issues that should be considered when evaluating a voluntourism program is
whether the program includes orientation and training to both volunteers and locals, the
availability of on-site personnel to resolve problems, and if a risk management program is
in place. Furthermore, it is also important to understand the application process and the
basis on which voluntourism participants are chosen (Ellis, 2007).
Previous research has warned that if volunteers do not question the overall
problems and issues of a developing country, their experiences with poverty will
reinforce their preconceived ideas (Raymond and Hall, 2008). A strong collaboration
between sending organizations and the destination’s government is necessary for a
positive integration into the culture and understanding differences.

5.2.3. Effects of Tourism
Many of the activities in Tanzania rely heavily on the natural environment and the
effects tourism activities have on it should be studied. One article stated that, “The
massive influx of tourists and their vehicles in the […] Ngorongoro Conservation Area in
Tanzania has destroyed grass cover, affecting plant and animal species in the area”
(Saundry, 2008). Knowing that this is the prime attraction and demand generator for
Tanzania, it would be in the best interests of the country if regulations on use were
implemented and studies were done on the impact of tourism on the natural environment
and communities.

5.2.4. Monitor Travel Blogs
In agreement with Pan, MacLaurin, and Crotts (2007), it is recommended that
destination marketing organizations consider monitoring travel blogs. Blogs are likened
to word-of-mouth in digital form with the Internet providing consumers with the means
to directly communicate with each other about travel destinations (Pan et al, 2007). They
state that, “Word-of-mouth is viewed as a more credible source of accurate consumer
information than marketing information obtained through mass media” (Pan et al, 2007,
36). In this respect, being aware of the perceived image and its level of congruency to
the projected image allows a destination to adjust its marketing objectives and strategies.
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Positive word-of-mouth not only is a strong marketing tool but may also point toward
repeat visits. Pan et al (2007) suggested that a system in which blogs were automatically
and consistently being collected using RSS feeds and web crawlers. Researchers would
then process the blogs and analyze the results for continually updated information.
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